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The question today Is: 
who’s inside the store? 


Perhaps for you it ought 
to be Ehrhart-Babic. Now. 


In the minds of most marketers, the identity of Ehrhart-Babic is 
singularly clear: the research agency that invites clients to accom- 
pany its field directors—in the field. 


To skeptics, the procedure is akin to inviting lightning from heaven. 
Regard the risks, a minute. Store auditors are human. They slip, 
occasionally. They're distracted, momentarily. Private problems 
intrude. Behold, the human being at work! 


So it must be that the Ehrhart-Babic store auditor is a particular 
breed. We know he is. Hand-picked, by us. Trained, by us. 
The result is an auditor so keenly attuned to the imperatives of 
— research project that it's second nature to take a second 
ook: accuracy isn't a specification, it's compulsion. 


Then why the Ehrhart-Babic field and regional supervisors per- f] “tresseeee® 
petually on the prowl, the field directors restlessly on the move? , 
Why the home office executives, regardless of title on the door, 

so often air-borne? Because without accuracy—doubly assured 

accuracy—no table of data has a leg to stand on. 


For your next in-store research project, keep Ehrhart-Babic in 
mind. Ehrhart-Babic accuracy may well make the critical differ- 
ence. Nine clients out of ten, we have served before. We 
wouldn't want it any other way. 


Neither would you. 


EHRHART-BABIC ASSOCIATES, INC. 


Executive Offices: Metropolitan City, 120 Route 9W, Englewood Cliffs, N.J. 07632 “HP (201) 461-6700 


Store Audits e Controlled Sales Tests e Distribution Studies e National Retail Tracking Index e Dealer Surveys e Observation Studies 


+ 4 > 
e 
| 
\s 
§ : AA 
S ‘ i 
BNE 
g. 
4 
> ‘ 
ves", 
XUM 


SUBJECT INDEX 


ADVERTISING AND PROMOTION 
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Scholarly Research and Writing 
in the Field of MARKETING 


Published for the AMERICAN MARKETING ASSOCIATION 


by RICHARD D. IRWIN, INC. 


COMPARATIVE MARKETING: 
Wholesaling in Fifteen Countries 
Edited by Robert Bartels, The Ohio State University 


This volume reflects the growing world-wide consciousness of mar- 
keting and the perseverence of a small group in gathering accounts 
of marketing in different countries. 


329 Pages/$8.95/ 1963 


MARKETING THEORY AND METATHEORY 
By Robert Bartels, The Ohio State University 


A fully developed study of marketing theory as it has evolved 
through marketing practice. 


309 Pages/ $8.95 Text/ 1970 


THEORY IN MARKETING: Second Series 


Edited by Reavis Cox, Wharton School of Finance and Com- 
merce, University of Pennsylvania, the late Wroe Alderson, and 
Stanley J. Shapiro, McGil/ University 


The essays selected for this book touch upon the frontiers of 
thought rather than cataloging what presently exists in market- 
ing theory. 


428 Pages/ $8.95 Text/ 1964 


MARKETS AND MARKETING IN 
DEVELOPING ECONOMIES 


Edited by Reed Moyer and Stanley C. Hollander, both of Michigan 
State University 


The publication of these articles serves two purposes: to disseminate 
the results of current research, and to promote more research in the 
area of marketing’s influence in economic development. 


277 Pages/ $7.50 Text/ 1968 


READINGS IN THE HISTORY OF AMERICAN MARKETING: 
Settlement to Civil War 


Edited by Stanley J. Shapiro, McGill University, and Alton F. Doody, 
The Ohio State University 


The authors’ objective is a broad treatment of operating practices 
and regional marketing systems rather than detailed information on 
specific areas and enterprises. 


492 Pages/$10.00/ 1968 


For examination copies, please write on departmental stationery indicating 
course title and text presently used for each book you request. 


RICHARD D. IRWIN, INC. 


Homewood, Illinois 60430 


The A.M.A, Reprint Series 


_CONSUMER BEHAVIOR: 


Selected Readings 

Edited by James F. Engel, The Ohio State Uni- 
versity 

Designed to stimulate and focus needed inquiries 
into the psychological influences and interactions 
which shape buyer patterns. 


242 Pages/Paperbound/ $3.50 Text/ 1969 


MARKETING AND SOCIETY: 
The Challenge 

Edited by Robert J. Lavidge, E/rick and 
Lavidge, Inc., and Robert J. Holloway, 
University of Minnesota 

Explores the challenges which con- 
front the marketing man in relation to 
~ concerns and conflicts he must 
ace. 


224 Pages/Paperbound/$3.50 Text/ 
1969 


READING IN BUSINESS 
LOGISTICS 

Edited by David McConaughy, Univer- 
sity of Southern California 


By design, the scope of this collection 
of articles is focused primarily on the 
logistics process. 


183 Pages/Paperbound/ $2.95 Text/ 
1969 


PRODUCT MANAGEMENT: 

Selected Readings 

Edited by D. Maynard Phelps, Professor Emeri- 
tus of Marketing, The University of Michigan 
Describes the difficulties incident to product 
management, and stresses the need for planning, 
coordination, and communication in problem 
solving. 

192 Pages/Paperbound/ $3.50 Text/1970 


SALESMANSHIP: Selected Readings 
Edited by John M. Rathmell, Corne// University 
Discusses the status and role of personal selling, 


plus behavioral and social problems which face 
the salesman. 


171 Pages/Paperbound/ $2.95 Text/ 1969 


MEASURING ADVERTISING EFFECTIVE- 
NESS: Selected Readings 

Edited by John J. Wheatley, University of Wash- 
ington 

Presents theoretical foundations of advertising, 
measurement techniques and procedures, and 
problems in media, message, and audience 
measurement. 

241 Pages/Paperbound/$3.50 Text/ 1969 
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When you have 
innovation in mind, 
think of us. 


Scott, Foresman 
College Division 


For information regarding our current list of 
Marketing texts; for brochures, catalogs, and 
examination copies, write to Advertising Department 


Scott, Foresman College Division 
1900 East Lake Avenue, Glenview, Illinois 60025 
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